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Introduction
Knowledge of consumer demand for niche products is 
crucial for market development. It is a significant theme of 
inquiry for businesses, and for decision-makers so as to be 
able to make strategic decisions. The patterns of consumer 
preferences for food products vary by income and country. In 
developing and transition countries, the increasing levels of 
income, degree of trade liberalisation and increasing urbani-
sation have enabled fast changes of consumer lifestyle and 
preferences. Within the wide range of agri-food products, 
demand for meat products has received growing attention 
from researchers due to food security, food safety, and health 
concerns and the impact on farmers’ incomes, especially in 
remote and rural areas in developing countries (Guerrero 
et al., 2013; Krystallis and Arvanitoyannis, 2006). Despite 
the growing importance of small ruminants in rural farming 
systems, particularly in mountainous areas, there is a dearth 
of information on consumer demand, perceptions, preferences 
for small ruminants’ meat, especially for goat meat (Grunert 
et al., 2004; Knight et al., 2006; Van Loo et al., 2014; 
Vukasovič, 2013). 
The change in incomes and dietary habits of transitional 
countries like Albania has prioritised chicken, pork and beef 
over small ruminant meat (FAOSTAT, 2018). Moreover, 
small ruminants’ meat seemingly is affected much more by 
income changes as is indicated  by their subsequently larger 
share of the food budgetary expenditures. Consumer prefer-
ence studies for meat in the developed countries have been 
extensively studied and it has been found that consumers are 
attaching more weight to extrinsic factors such as product 
origin, sustainable production practices, social and environ-
mental values (Font i Furnols and Guerrero, 2014; Montossi 
et al., 2013). However, there has been only limited research 
on consumers’ purchasing behaviour and preferences in 
developing countries.
Also in the case of Albania, there is a lack of research 
and knowledge about consumer preferences for small rumi-
nant meat, particularly goatkid meat. Related studies such as 
consumer preferences for lamb meat was explored by Imami 
et al. (2011), while consumer awareness and perceptions for 
food safety with focus on small ruminant meat was analysed 
by Zhllima et al. (2015). However, these studies have not 
investigated origin preferences and certification as a signal 
for ensuring meat quality.
The purpose of this paper is to analyse consumer prefer-
ences for the main quality attributes of goatkid meat such 
as local origin, size (weight) and food safety certification. 
The study also aims to group consumers according to their 
preferences for goatkid meat and provide more specific rec-
ommendations for effective marketing and policymaking 
purposes.
This study was organized in the framework of an action 
research conducted in partnership with the mountainous 
farmer association ADAD Malore under the auspices of 
the project funded by EFSIM (Empowering Smallholder 
Farmers in Markets). The questionnaire was developed after 
conducting extensive literature review, focus groups of goat 
shepherds of Kukes region, and the butchers in Kukes and 
Tirana region and semi-structured interviews with various 
stakeholders. 
The recommendations from this study are crucial for 
policymakers to understand the potential opportunities 
for valorising smallholders’ production in Albania by tak-
ing advantage of the perceived importance of Geographic 
Indication, based on consumer preferences and behaviours. 
Small ruminant meat is considered a priority subsector by 
the government of Albania (MARDWA, 2014). However, 
sector investments supporting this subsector (by government 
and donors) should have strong market research information 
to support any change in their market orientation. In this 
context, understanding consumer preferences for goatkid 
product attributes is instrumental to the design of efficient 
and sustainable intervention activities by any programme/
organisation, and this includes both private entrepreneurs’ 
and investors’ strategies.  
The paper is structured as follows. The following sec-
tion consists of the overview of the small ruminant sector 
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in Albania, focusing on goats (kids), and is followed by a 
literature review, whereas Section 4 provides a description of 
the methodology. Section 5 consists of analysis of the results 
and the last section provides conclusions of the study. 
Overview of the small ruminant  
sector in Albania
Albania has a long tradition of producing and consum-
ing  small ruminant meat. Small ruminants are an impor-
tant source of income for smallholders in the mountainous 
areas, which are exposed to higher levels of poverty. The 
privatisation of the agricultural sector as part of the transi-
tion into a market economy, combined with increased con-
sumer incomes, resulted in an increase in the production and 
consumption of meat (including small ruminant meat) dur-
ing the 1990s and 2000s in Albania. The number of goats 
increased by 20% during the period 2005-2015, achieving 
an overall total of 932,000 heads (INSTAT, 2016). This 
increase is driven by the increase in local demand for both 
small ruminant meat and milk. In fact, Albanians consume 
almost twice the quantity compared to other Southern Euro-
pean consumers. On the other hand, there is also a strong 
consumer preference for goatkid milk which is mostly used 
for producing cheese (Imami et al., 2016).
Most sheep and goat flock sizes are very small. An aver-
age sheep flock size is close to 30 milking sheep and the goat 
flock size is around 25 milking goats. There are about 40,000 
farmers that have sheep, and 22,000 farmers that have goats 
(which is quite significant considering that the number of 
farms is around 300,000 in Albania). Many small ruminant 
flocks are mixed (combining both types, sheep and goat) 
and mixed activity (both milk and meat). In most cases, the 
production system is pasture-based. Sheep and goats depend 
nearly entirely on grazing in pastures in Albania, both in 
winter and summer (Skreli and Imami, 2019). 
Slaughterhouses supply the domestic market for fresh 
meat (small ruminant meat is mostly sold fresh, but small 
amounts are also processed on-farm as dry meat). Restau-
rants or butchers (which are also the main outlets for small 
ruminant meat) often order live animals directly from slaugh-
terhouses or slaughter points. Contracts between farmers and 
buyers are rare. Payment for live small ruminants and fresh 
meat sold to retailers is typically cash-based (Skreli and 
Imami, 2019). 
Most small ruminants are sold and slaughtered when the 
animal is small, since for many farmers, milk production 
is the main activity. Consumers prefer small carcass meat 
weighing up to 10 kg (slaughtered weight) (Imami et al, 
2011). The average consumption of goat meat in Albania is 
higher than world (and European) averages. 
Literature review 
Small ruminant meat consumers tend to consider certain 
factors as cues or proxies for quality. After price, origin is 
the most frequently reported attribute in studies of consumer 
preferences and frequently is cited to be related to feelings 
and emotions, including ethnocentricity (Pauselli et al., 
2009; Shimp and Sharma, 1987). Domestic small ruminants’ 
meat is considered fresher and tastier by consumers in Alba-
nia (Imami et al., 2011). Becker et al. (2000) conducted a 
consumer survey in Germany and found important extrinsic 
cues consumers used in judging the quality of fresh meat 
were country of origin and place of purchase, while flavour 
or smell were also important intrinsic cues. In some studies, 
more focus is given on the local origin as a credence attribute 
related to type of breed, production systems or relevant val-
ues given to certain regions (Pauselli et al., 2009). Moreover, 
there is a stated preference about meat from mountainous 
areas compared to meat from flat areas, due to the perceived 
influence of feeding regime on meat flavour and odour 
(Imami et al., 2011). 
Information about extrinsic attributes related to a certain 
region, breed or production system has been in the focus of 
various studies. These attributes are valorised through the use 
of a brand or designation of origin schemes, which are more 
common in developed countries. In various studies such 
as Verbeke et al. (2009), guarantee of origin as a credence 
attribute has been included as a quality and safety indicator. 
Previous studies on Albania analysed consumer preferences 
for meat origin found a strong preference of the Albanian 
consumer towards Albanian-produced meat products (Imami 
et al., 2011). However, there are no local territorial certifica-
tion schemes in Albania.
Other attributes which are important to the quality of meat 
for small ruminant meat is carcass weight or size. A sensory 
analysis by Rodrigues and Teixeira (2009), Bernués et al. 
(2012) and other Spanish authors as cited by Guerrero et al. 
(2013) found that weight influenced fat and carcass yield, fat 
contents, meat colour, meat texture, odour and flavour inten-
sities as well as juiciness and tenderness. Lighter weight 
carcasses were considered tenderer and with less flavour and 
odour intensity, lighter colour and juicier when compared to 
heavier carcasses. The relationship between carcass weight 
(size) and consumer perception on quality of meat has been 
identified by Imami et al. (2011). The authors found that 
Albanian consumers prefer smaller carcasses meat to big-
ger ones. Other factors of relevance for consumers include 
the type of rearing system (Alexandre et al., 2008; Carlucci 
et al., 1998) and halal certification (Ibrahim, 2011). The 
notion of feeding system (mountainous versus plain areas as 
stated by Font i Furnols et al. (2009)) may imply a prefer-
ence for meat of small ruminant in mountainous areas. 
Methodology
The conjoint analysis used in this study derives from the 
theoretical premise established by Lancaster (1966) accord-
ing to which the utility of a product is based on the bundle 
of attributes it has. The Conjoint Choice Experiment (CCE) 
methodology was developed by Louviere and Woodworth 
(1983) and was originally used in the market research and 
transport literature. The utility of any good is derived from 
the characteristics of the good rather than the good itself 
(Lancaster, 1966). CCE is based on the idea that a good can 
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be described by its attributes or characteristics and by the 
levels of those attributes. There are five stages for develop-
ing a conjoint choice experiment, collecting data and con-
ducting analysis (Cattin and Wittink, 1982; Green and Wind, 
1975; Chan-Halbrend et al., 2010). The stages for this study 
are shown in Table 1 below. 
During the first and second stages of CCE, the attributes 
and their respective levels are determined.  Different stud-
ies have used several techniques for determining the most 
relevant product attributes such as focus group interviews, 
in-depth interviews or means-end chain analysis (Krystallis 
and Ness, 2005). For this study we chose to determine the 
attributes through extensive literature review on choice cri-
terion for observing consumer preferences (Gázquez Abad 
and Sánchez Pérez, 2009; Goering, 1985; Sandalidou et al., 
2002; Siskos et al., 2001) and two focus groups of stake-
holders with goat shepherds of Hasi Association of Goat 
Breeders and other stakeholders with experience related to 
the Kukes region, situated in northeast Albania. One group 
was composed of two marketing experts from RASP (Rural 
Association Support Programme), two veterinarians, one 
zootechnician and one agri-economist, three butchers as 
well as 12 shepherds originating from the Hasi region. The 
shepherds grow a local breed of goat known as the “Goat 
of Hasi”. The other focus group was carried out with civil 
society representatives, local experts, municipality repre-
sentatives and members of Association of ADAD Malore. 
In addition, semi-structured interviews were also conducted 
with important stakeholders of the small ruminants’ meat in 
Albania. The focus groups and semi-structured interviews 
results combined with literature review served as a basis for 
the choice of attribute levels. Four attributes were chosen for 
goatkid meat: (1) weight, (2) origin, (3) guarantee indication 
and (4) price. 
Weight was considered very important since it was related 
to the feeding scheme and the quality of meat as discussed in 
the previous section. Considering the focus group results and 
the characteristics of goatkid in Albania, a carcass weight 
of 5, 10 and 15 kg was determined as representative for the 
market. Bernués et al. (2012) as well as Imami et al. (2011) 
highlighted the importance of carcass weight in determining 
the quality of the meat – Albanian consumers prefer smaller 
size in the case of lamb meat (and we expect similar pref-
erences for goatkids too). Rodrigues and Teixeira (2009), 
exploring sensory characteristics of Cabrito Transmontano 
Protected Origin Designation, found that lighter weight car-
casses were considered more tender with less flavour and 
odour intensity than heavier carcasses.
Product origin was considered a principal attribute for 
the study. Following focus group discussions, there were 
definitive regions where rearing in mountainous areas were 
more common like in Laberia (regions of Gjirokaster and 
Vlore), Kukes and the rest of the mountainous areas of the 
country1. Kukes/Has is situated in the Northeast areas of the 
country. Gjirokaster and Vlore are part of the agro-climatic 
and socio-cultural region named Laberia and are positioned 
1 The production of small ruminant (sheep and goat) meat is concentrated in the re-
gions of Vlore (16.8 percent), Fieri (14 percent), Korce (13.0 percent) and Gjirokaster 
(11.4 percent), which together account for 55 percent of the total production. Kukesi 
produces 5% percent of the sheep and goat meat in Albania.
in southwest Albania. The regions are completely sepa-
rated from each other and represent two different areas of 
Albania where the major similarities are their mountainous 
characteristics and the large number of farmers engaged in 
small ruminant’s activities. Gjirokaster has by far the highest 
levels of meat production available per inhabitant for small 
ruminants with about 83 kg/capita followed by Vlore in the 
2nd place. The region of Kukes has a production per capita of 
about 34 kg per capita which is quite high compared to the 
country average (INSTAT, 2016). 
Geographic indication was deemed as relevant given that 
in Albania there are no certificates determining the origin of 
the meat. Therefore, in a manner similar to other studies such 
as Verbeke et al. (2009), the authors added the existence of 
a guarantee of origin as a credence attribute. Guarantee of 
origin is not yet popular in Albania; however, consumers are 
concerned with discovering trustworthy ways for determin-
ing origin. An attempt of Geographic Indication (GI) regis-
tration was made by the farmers of Hasi (Hasi Association of 
goat breeders) within the framework of the Biodiv Balkans 
project2. 
Price has been established as a key attribute as in many 
other studies exploring consumer preference. Price levels 
were determined based on market observations. Four price 
levels were chosen, equally distant starting from a minimum 
price of 750 ALL to 1050 ALL3. Other attributes such as ani-
mal sex (Rodrigues and Teixeira, 2009), age, aroma, tender-
ness, flavour (Webb et al., 2005) rearing system, freshness 
(Alexandre et al., 2008; Carlucci et al., 1998), halal certifi-
cation (Ibrahim, 2011) were not included in the study since 
they were not ranked as attributes of primary importance by 
the focus group members and the butchers during the semi-
structured interviews. 
In the third stage, the construction of choice sets were 
made. Sawtooth Software SSI Web 6.6 was used to design 
the survey and to prepare the data for analysis. The attributes 
and levels were combined into choice tasks composed of tri-
plets of profiles (concepts) or alternatives, as in the example 
shown in Table 2.
2 The BiodivBalkans project aimed to identify and protect agrobiodiversity as a 
driver for a sustainable agricultural development in Albanian mountainous regions. 
Among other activities it developed Geographical Indications (GI) of Hasi goat (en-
demic breed) and its kid goat meat in order to address the territorial dimension. 
3 During 2016, the average exchange rate was 1 EUR = 135 ALL, according to the 
Bank of Albania.
Table 1: Stages of a Conjoint Choice Experiment and Analysis 
carried for goatkid meat.
Stage Description
1.	 Selection of 
attributes
Attributes were selected based on a focus group with stakehol-
ders and an extensive literature review.
2.	 Assignment 
of attribute 
levels
Attribute levels were determined by literature reviews and by 
the focus group comprised of stakeholders in the value chain of 
small ruminants meat.
3.	 Construction 
of choice sets
The SSI Web program using the Random Method that incor-
porated orthogonal array was used to create the profiles in the 
survey.
4.	 Data collection Survey was conducted via face-to-face interviews in different weekdays in several areas of urban Tirana.
5.	 Data analysis Data is analysed with Conjoint Choice Model & LCA Approa-ch using Sawtooth Software Latent Class.
Source: Own composition based on Chan-Halbrendt et al. (2010)
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Goatkid meat product profiles are constructed by select-
ing one level from each attribute and combining across all 
attributes. In this study, there are four attributes, of which 
one has four levels (price), two has three levels and one 
has two levels. Thus, the numbers of possible profiles were 
4×3×3×2 = 72 profiles. A complete factorial design would 
use all the 72 profiles, which is impractical for respondents 
to evaluate at one time. The most commonly used method of 
constructing a fractional factorial design in conjoint meas-
urement is the orthogonal array (Green and Wind, 1975). 
The complete enumeration option of Sawtooth Software 
SSI Web 6.6 was used for generating the choice tasks. In 
complete enumeration, profiles are nearly as orthogonal as 
possible within respondents, and each two-way frequency of 
level combinations between attributes is equally balanced. 
Within choice tasks, attribute levels are duplicated as little 
as possible - a property called “minimal overlap” (Chrzan 
and Orme, 2000). Twelve choice tasks (profiles), each made 
of three concepts, were included in each questionnaire and 
respondents were asked to choose 12 concepts, one from 
each triplet concepts in a task. Seven questionnaire versions 
were generated and eighty-four different choice tasks were 
created for the seven versions, a design that is optimal and 
efficient (p < 0.05).
Questionnaires were developed based on literature 
review and focus groups and seven versions of the ques-
tionnaires were developed. For each of the seven versions 
of the questionnaires, there were two parts. The first part of 
the questionnaires consisted of 12 concepts (one for each 
choice sets with three product profiles) and the second part 
was composed of additional questions that include the socio-
demographic details of each respondent and questions to 
obtain insight into consumer purchasing and consumption 
habits. 
A sample of choice sets (profile) used is given in Table 2.
In the fourth stage of the research, a total of 250 face-
to-face interviews were carried out in Tirana, the largest 
city in Albania using a random approach. Interviews were 
conducted by four well-trained interviewers (students and 
graduates) supervised by the authors of this paper. The focus 
group with stakeholders identified Tirana as the main driver 
of market demand for goat kid meat. Tirana, given its size of 
the population and higher average income, is the ideal place 
to conduct such a study. The interviews took place in various 
places of the capital city such as entrance to butcher stores 
and supermarkets, the entrance to the main green park of the 
city and the roads to main green market places. The inter-
views took place during November - December 2016. The 
main interviewee target was “food buyers” excluding minors 
(younger than 18 years). 
Socio-demographic characteristics are deemed impor-
tant for representativeness (Juma et al, 2010; Knight et al., 
2006), thus the questionnaire included socio-demographic 
indicators of the respondents. The sample was divided quite 
symmetrically by gender (51% are male). The vast majority 
(96 percent) of the respondents were from urban areas. Age 
distribution of the sample is reflected in Table 3. With the 
exception of the group of consumers below 18 years old who 
were not the target of the survey, the age groups compared 
well to the census of the population of Tirana.
The sample is dominated by well-educated respondents 
(Table 4). The low share of respondents with primary educa-
tion is explained by the high accessibility and immigration 
flows in the inner part of Tirana agglomerations, while also 
only adult population was targeted in the survey.  More than 
a fifth of the respondents are unemployed. The unemploy-
ment coefficient is within the range provided by the official 
data, which is 14 % according to the Labour Force Survey 
2017 (INSTAT, 2018) and 30% according to the Census of 
Population and Housing 2011 (INSTAT, 2012). The share of 
Table 2: Example of a goatkid meat choice sets.
Attributes Levels
Origin Other  mountainous areas Laberia Kukesi/Hasi
Carcass Weight (Kg) 5 10 15
Guarantee of origin Without certificate of origin
Without certificate 
of origin
With certificate  
of origin
Price (ALL) 750 950 1050
I  would choose
↓ ↓ ↓
□ □ □
Source: own composition
Table 3: Age structure of the sample and comparisons with overall 
Tirana population.
Structure of the sample Census data on Tirana
Age  
category Frequency Share
Age  
category Frequency Share
0-17 0 0% 0-14 290,837 19%
18-30 51 20% 15-29 370,948 25%
30-40 56 22% 30-39 181,557 12%
40-50 53 21% 40-49 207,496 14%
50-60 60 24% 50-59 202,490 14%
Over 60 30 12% Over 60 245,180 16%
Total 250 100% Total 1,498,508 100%
Source: Field survey and Albanian Census of Population and Housing, 2011
Table 4: Socio-economic indicators of the sample.  
Education Employment Income  (ALL)
Categories Obs. % Categories Obs. % Categories Obs. %
Primary school 29 11.6 Unemployed 57 23 0-30,000 8 3.2
Secondary sch. 106 42.4 Student 17 6.8 30,001-60,000 85 34.0
University 115 46 Self-employed 40 16 60,001-90,000 86 34.4
 Employed 113 45 90,001-120,000 57 22.8
Retiree 23 9.2 120,001-160,000 11 4.4
160,001-200,000 3 1.2
Total 250 100 Total 250 100 Total 250 100
Source: Survey results
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households with an income level between 30000 ALL per 
month and 90000 ALL per month is comparable with the 
Household Budget Survey of 2016 (INSTAT, 2017). 
In the fifth stage, the conjoint choice method combined 
with Latent Class Analysis (LCA) was used to the traditional 
aggregated or one-class model. In latent class analysis, the 
different segments that have different utility preferences are 
accounted for and hence better market predictions can be 
made. Sawtooth software SSI was used to design the ques-
tionnaire and web Sawtooth Latent Class software was used 
to analyse the data.
The LCA is a random utility model. Building on the 
seminal work of McFadden (1973), consumer utility can be 
represented as follows: 
,U Xijt ijt ijtb f= +  (1)
where i refers to individual i, j refers to concept j and t refers 
to choice set t. The utility level Uijt is a linear function of the 
observable vector of attributes Xijt and their coefficients to be 
estimated, β. εijt is a random error term, which captures all 
unobservable attributes and factors that influence the choice 
process.
McFadden (1973) showed that the probability that con-
cept j in choice set t is chosen by individual i is given as: 
( )
( )
,
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exp
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(2)
The numerator is the exponent of the observable utility 
of concept j in choice set t, and the denominator is simply a 
collection of observable utility from all available concepts. 
In our study, only product attributes (weight, origin, 
guarantee of origin and price) have been considered; there-
fore, an individual’s probability of choosing concept j was 
considered as a function of goat kid attributes. The socio-
demographic variables have not been considered, due to 
software limitations, as mentioned above. 
Results
The conjoint choice experiments/latent class analysis 
enables the segmentation of the consumers into separate 
classes. Out of the best replications, we chose the replication 
with three classes. Our decision was based on the relative 
change of the Consistent Akaike Info Criterion and the Chi-
square statistics but also based on the development of the 
goatkid market in Albania.
Of the three classes, class 2 (with 65% of the sample) is 
the largest class (Table 5). For class 2, the most important 
attribute is the guarantee indication of origin, meaning that 
respondents in this class preferred goatkid meat having a 
certification of origin. This class also shows high preference 
for goatkid meat of smaller carcasses (5 and 10 kg) and from 
other mountainous areas (other than Kukes/Has or Laberia). 
We will label this group as “guaranteed baby goatkid fans”.
Class 3, representing 22% of the sample, is the second 
largest class. For this class, the most important attribute is 
origin. This class strongly prefers meat from Kukes and Hasi 
region. This class can be named as “Kukes goatkid fans”. 
Class 1 with 13% of the sample is the smallest group. 
The most important attribute in this class is price, while the 
second most important attribute is origin – there is a strong 
preference for goatkid meat from Laberi (provided that it is 
available at reasonable prices (within the 750 – 1050 ALL/
kg price range). Given the importance of price attribute and 
(negative) price associated sign, this class may be labelled as 
“price sensitive consumers”. 
A socio-demographic analysis has been carried for each 
selected class. The variables were not significant except in 
Class 3 which reveal a higher inclusion of consumers with 
relatively higher incomes. The analyses did not show signifi-
cance in other variables such as age, education, gender and 
employment. 
Conclusions
This paper provides the first in-depth consumer study on 
goatkid meat in Albania. The study throws light into various 
important aspects of urban consumer preferences for goat-
kid meat attributes including origin, price, weight and origin 
guarantee indication. The findings of the study are useful to 
capitalise the market opportunities of small ruminants’ meat 
and for the policymakers engaged in empowering small-
holder producers in mountainous areas.
Origin is one of the most important attributes for all the 
identified consumer classes, and the most important attribute 
for the largest class (Class 2 covering 65% of the sample). 
Consumers in Class 3 show a strong preference for goatkid 
meat coming from Kukes/Has, whereas consumers in Class 
1 (which is a price-sensitive class) prefer meat from Laberi. 
Table 5: Market segmentation for goatkid meat. 
Segment Size
Class 1 Class 2 Class 3
13.0% 65.0% 22.0%
Importance of attributes 
Origin 46.8% 26.4% 83.6%
Carcass weight 4.1% 29.3% 2.6%
Guarantee indication 0.7% 40.4% 6.9%
Price 48.3% 3.7% 6.7%
Part Worth Utilities for each attribute
Origin
Kukes/Has       -0.8856***  0.0521        3.5975***
Laberi        2.1840***      -0.3074***       -1.9868***
Other mountainous areas       -1.2984***        0.2554***       -1.6107***
Carcass weight
5 kg  0.1432        0.2189*** -0.1137
10 kg  0.0168        0.1857***  0.0619
15 kg -0.1600      -0.4046***  0.0518
Guarantee of origin
With certificate of origin  0.0273        0.4297*** -0.2313
Without certificate of origin -0.0273      -0.4297***  0.2313
Price
Price       -1.1999***  0.0267  0.1498
Note: ***T absolute value higher than 2,6 Alpha 0.01 
Source: Consumers preferences Survey results
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of Tirana are still important because it is the most important 
market and thus is useful per se. Furthermore, it can also be 
useful information for other urban areas in Albania or nearby 
countries which, despite differences, have a high degree of 
similarity in terms of culture. 
Research in the future may investigate other sec-
tors for exploring and discovering niche markets for local 
smallholder producer. Further research may also consider 
assessing various dimensions of ‘origin’. Indication of geo-
graphical origin is a very important clue for scrutinising 
the potentials for using guarantee as a sign of meat quality. 
Considering that credence attributes are not transferable due 
to scarce information, efforts made to reduce confusion and 
lower transaction costs by revealing to consumers the origin, 
may provide assurance to consumers for the needed informa-
tion on safety and quality of meat as well as for authenticity 
originating from the rearing systems characterising the place 
of origin.
Thus, these classes represent clear market potentials. Inter-
estingly, considering the wide belief and regional differences 
in terms of traditional ways of producing small ruminants, 
consumers in this biggest consumer class prefer goat-kid 
meat from different mountainous areas (other than Kukes/
Has or Laberi). One additional explanation could be that 
most residents in Tirana were born or come from households 
originating from different areas in Albania, and thereby have 
preferences tied to their origin. 
The study highlights the important aspects of develop-
ment aid interventions and influence to policymakers. Fol-
lowing EU rural development policies, several initiatives to 
develop local markets and efficient food supply chains can 
be developed to benefit farmers, distributors or consumers. 
Active involvement in bottom-up mechanism for valoris-
ing local value chains are excellent aspects for territorial 
development. Initiatives should interrelate improvement 
and guarantee of the quality of agricultural products and 
products with territorial marketing. Adoption of a national 
legal framework for Geographical Indications compatible 
with the EU regulation, with the goal of enabling the reg-
istration of local food specialties in the EU, is necessary. 
Albanian policymakers have to identify viable instruments 
of support for the adoption of GI certification schemes for 
the local markets. Development of capacities related to GI 
(PDO/PGI) certification can strengthen sector competitive-
ness. The development of quality schemes may be supported 
in the context of EU integration given the importance of GI 
regulations in the EU.
Our results may also be useful for local breeders, small 
ruminants’ meat processors, business associations and poli-
cymakers. Farmers can use this information to decide which 
would be the most profitable and preferred goatkid type of 
meat to sell and what is the best product attribute to promote. 
The preference for smaller carcasses versus larger ones 
which may be translated as a preference for goatkid (or lamb) 
baby meat is a well-known phenomenon in Albania (Imami 
et al., 2011) – given consumer preferences, farmers slaugh-
ter animals at an early stage causes loss both in efficiency 
and meat quality. Other reason for doing so is also the short-
age of feed during summer. Based on this state of affairs, 
public agents/development agencies may consider consumer 
education on meat quality and providing farmers incentives 
for keeping goatkids longer (also as a temporary separate 
activity) until they reach the optimal weight. The results are 
limited for creating market segmentation due to the lack of 
significant socio-demographic factors. Groups of producers 
or associations, such as the case of the Hasi goat breeders 
association can consider introducing their own marks based 
on the characteristics of their breeds, the interests and values 
of their members and the image of their area of production. 
Cooperation with butchers and other retailers is crucial for 
achieving mutual benefits in terms of sale sustainability and 
market diversification. Other types of meat by-products can 
be developed, except for carcass meat, which can be valor-
ised considering these findings. 
One of the limitations of this study is that it focuses only 
on urban consumers (although almost half of the population 
still live in rural areas), who may have a different consump-
tion pattern. The conclusions provided for the urban residents 
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